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Category: Periodica_ls (Newsletters & Magazines)
Title; Tie'Lines Electronic Newsletter -

Port of Long Beach
Tie Lines
Electronic Newsletter

| Communlcatlons
~ Challenges and
© Opportunities

he Port of Long Beach
‘began its second
century of service in 2012
as the second busiest
~ 'seaport in the United
- States. The Portisa

primary gateway for U.S.-
. Asia trade and a trailblazer

- In innovative goods .

- movement, safety and env1r0nmenta1 stewardship.

" The Port: welcomes 5,000 yearly vessel calls and

is served by 140 shipping lines with' connections

- to 217 seaports around the world. It covers 3,230

acres with 35 mlles of waterfront, 10 piers with 8o

berths and 66 gantry cranes offloading 6.3 million - -

containers each year. Customer and communlty
. -serviceis at the core of the Port’s operatlons

_ Env1ronmenta1 agenc1es have acknowledged the
. Port for its Iandrnark green initiatives, reducing ..

-~ overall diesel air pollution by 72 percent and

‘industry leaders have named the Port of Long

' Beach the World’s Greenest Port as well asthe Best

““Seaport in North Amerlca in 14 of the past 16 years.

A rna]or economlc engme for the regmn each
- year the Port handles all kinds of cargo valued
at'more than $150 billion. The Port is moving -
- forward with nearly $4.5 billion in planned capital
- improvements this decade to- support growth and -
. strengthen its ability to'eclipse new competition,
" serve the goods-movement 1ndustry, Port clients
and the community. '

The Port supports one in every eight ]obs in Long
Beach, making it the city’s largest employer. That
: translates t0 30,000 Long Beach'jobs and expands

to-more than 300,000 jobs in Southern Callfornla '

and nearly 1. 4 rmlllon jobs nat1011w1de

. Often, media and public
ttention focus on the
egative side of Port
perations without _
cknowledging the many
ositive aspects. The

Port’s challenge is to help
its various audiences
sunderstand the Port’s
'commitment to fostering
sustainable operations
hile continuing tobe
an econemic engine
- benefiting the local,

regional and national economy. The Port must make

its audiences aware of the efforts being made to

revamp and modernize the Port’s infrastructure

to remain competitive and to contmually upgrade

security in thlS post-9/11 era.

- Tie Lines, an electronic, subscription- based

newsletter published monthly by the Port of Long
Beach Communications and Commumty Relations
Division, is-a vital communications tool to deliver

‘the Port’s key messages dlrectly toone of its most

important target audiences — Port customers and

. the maritime 1ndustry

As tradltlonal media, such as local newspapers and
magazines, gradually loses reach and breadth, it
is becoming less reliable as a vehicle to reach the

‘Port of Long Beach’s audiences, especially targeted

mdustry audiences. Although there has been a

proliferation of web- based publications, not-all.

can offer sohd ev1dence of readershlp or matket
penetratlon

T1e Lmes allows the Port to connect dlrectly with an

' audlence that wants to receive the mformatlon
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Planning and
Programming
Components

‘The Tie Lines newsletter is a
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- digital publication targeting BT o Bl
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Category: Periodicals (N ewsletters & Magazines)
Title: Tie Lines Electronic Newsletter

oy 2012
2SI YTy

Easy navigation allows the
: - reader to click at the end of
b o aen each article in the “Around
. | the Port” news section to
L\ Thin meus link to additional text and
* e information and to abundant

. L-,lld b g

cgimees | archived video, An “In This

: ‘**::"“;W ' Issue” table of cortents links
St directly to each article, and a

. companies, logistics firms; business LT
organizations; trade pubhcatlons and
‘more. .

Project,

The goal of the publication is to keep

_-audlences including trucking : ﬂ“"ﬁ;“

minl
e 13,000 v porrmenest b freoughout Southem

Lytio Dalivars Ris naugura? Stata of the Part

“Quick Links” panel quickly

B2 ] cukes sources general reference
ettt M information. There is also a
iy i .

“Tell Us What You Think” link

P so the subscriber can comment
R or ask questions.
i h Spotiight

- the Port’s business audience well

informed about issues and news that
impact Port operations while dehvermg key Port
‘messages directly to an influential segment of the
Port’s overall audience: Tie Lines'is also designed
to be a useful, fact-filled reporting tool for the
news media.

Actions Taken and
Communication Qutputs

~The three issues of tie lines submitted for AAPA
consideration (January, February and March 2012)
o exempllfy how these goals are accomphshed

The content is pnmanly busrness oriented, and
includes news about Port operations and upcoming
projects and events. It also spotlights items that

showcase individual Port leaders, such as coverage

.0f the Bronze Star Medal ceremony for the Port’s
assistant director of security held durlng a I—Iarbor
Comrnlssmn meetlng (Pebruary 2012 issue). .

: Tle Lines is wrltten de31gned and produced ona
monthly basis, entn‘ely in-house by the Port of
Long Beach Communlcatlons and Community
Relations Division. Content is a compilation: of
new copy combined with material that has been
distributed separately in releases to the news -

. mediaand other audlences '

- For more timely news
distribution, publication
was increased from §iX issues per year in 2011 to

- monthly publlcatlon In 2012.

Those interested in receiving tie lines (as well as -
other Port publicationis} can subscribe via the Port’s
website at www, polb. com/subscribe.

Evaluation Methods and
Commu"nications Outcomes

" The Port i usesa vendor service, Lyris, to evaluate

its email marketmg campaigns, which allows
the Port to track overall subscriber numbers: and

- how those subscribers are using the newsletter. -

As of April 2012, the Tie Lines newsletter has 1 ,382
subscribers. The venidor’s software allows us to

- review the resuits of each email campaign: For
tie lines, “unique opens,” or the percentage of
subscribers who open the newsletter, is about 2o

“percent, or close to 300 unique readers per issue,

The. actual readership, however, islikely to be
higher since some readers rmay be more casual
readers who do not open every monthly issue, But

- they are loyal subscribers, because the unsubscribe

rate is. rnlnlmal {11 last year)




